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摘  要 
 I



































The advent and rapid spread of network is taking us into a new era. This is both 
an opportunity and a challenge to businesses. This paper aims to shopping site as the 
object of study to explore the relationship among the service quality，customer 
satisfaction and customer voluntary performance in the Internet marketing 
environment. 
After reading literature and researching seriously and thoroughly, the results of 
this study are as follows. Firstly, in this paper, I developed a new “online shopping 
service quality scale” and “online shopping customer voluntary performance scale” on 
the basis of the last scale. Secondly, through questionnaires and statistical analysis, 
this study summarized the following conclusions: ①Network quality of service 
includes four elements of “Service Obligation”, “tangibility” ,“reliability” and 
“Empathy”; ②Customer Voluntary Performance consists of three constituent elements 
of “loyalty”,“participation” and “cooperative”; ③  Service quality can have a 
significant positive impact to customer satisfaction, it means that the higher the 
quality of service, the higher customer satisfaction; ④Service quality can have a 
significant positive impact to customer participation, it means that the higher the 
quality of service, the higher customer participation; ⑤Service quality can have a 
significant positive impact to customer cooperative, it means that the higher the 
quality of service, the higher customer cooperative; ⑥customer satisfaction can have 
a significant positive impact to customers loyalty, it means that the higher customer 
satisfaction, the more likely the emergence of spontaneous loyalty. Lastly, I have 
made a number of targeted measures to guide enterprises in improving the quality of 
service in network marketing and improve customer satisfaction and market 
effectiveness. 
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概念的理论轮廓，则要从 20 世纪 60 年代起算。 





























































































表 2-1 服务质量定义 
期望服务水平 感知服务水平 服务质量 
A ＞A 高 
A A 普通 
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